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Global Travel & Tourism                     

Unprecedented Growth  
 

1950 

25 million  

2012 

1 billion 

 

2015 

1.5 
billion 

Add 
domestic 
travel? 

2007 

875 million 

Friend or foe—climate change? 
Political realities – resilience?  

International Arrivals 



Total Domestic Visitors… 

Expected to set new record in 2012 

Ugh! 

* Forecast 

Source:  U.S. Travel Association 

In billions 



Domestic Leisure Visitors… 
Surpasses 2007 high this year 

* Forecast 

Source:  U.S. Travel Association 

Oops! 

In billions 



New Indicator… 

Traveler Satisfaction Scores 

 

Source:  U.S. Travel Association/Ypartnership, travelhorizonsTM, February 2011 

Tracking traveler satisfaction by quarter 
(Scores above 100 more positive than negative) 

http://travel.travelocity.com/hotel/HotelDetail.do?propertyId=25572&tab=features&hotelQKey=1498742738119280608&tsHotelQKey=1498742738119280608&resetReview=true&locLink=HOTEL.HOTELAVAILABILITYLIST1|NAT12&dr=38532A71Z47860A52Z9592A68Z59262A95Z80822A99Z53857A89Z64575A101Z36839A80Z27030A109Z31014A95Z127860A139Z25572A154Z87498A91Z6298AZ66289AZ20747AZ17466AZ119279AZ7200AZ201848A
http://rds.yahoo.com/_ylt=A0PDoTCBJnVNhHIAKFiJzbkF;_ylu=X3oDMTBwNmVmZ2gyBHBvcwMzBHNlYwNzcgR2dGlkA0kxMzVfODU-/SIG=1ju5lufv9/EXP=1299552001/**http:/images.search.yahoo.com/images/view?back=http://images.search.yahoo.com/search/images?_adv_prop=image&va=paper+airplanes&fr=yfp-t-701&w=400&h=289&imgurl=www.crazynfunny.com/wp-content/uploads/2010/07/Paper-Airplanes.jpg&rurl=http://www.crazynfunny.com/how-to-make-a-far-flying-airplane-using-notebook-paper/stories/&size=6KB&name=Paper+Airplanes&p=paper+airplanes&oid=61552ce5a62f4f3c582b40b994e5f078&fr2=&no=3&tt=59000&sigr=12qan447r&sigi=122rpc3vc&sigb=12s0qsq1d&.crumb=ELWas94.eot


Financial concerns continue to exist… 

but improvement seen at last 

Financial Factor Influencing Future 

Leisure Travel 

% Agree 

Feb 2010 

% Agree 

Feb 2011 

Change 

Price of gallon of gasoline 46% 56% 

Price of air travel 58 52 

Cost of visiting theme parks/attractions 52 47 

High level of personal debt 56 46 

Meltdown of U.S. economy 65 46 

Rising cost of healthcare 51 46 

Expectation spouse/partner will lose job NA 45 NA 

High level of credit card debt 56 45 

High level of debt of family members 53 41 

 

Source:  U.S. Travel Association/Ypartnership, travelhorizonsTM, Feb 2010 and Feb 2011 



Gas prices up $0.77 from last year… 

Impact outlook for remainder of 2011?  

Source:  AAA Daily Fuel Gauge Report as of March 8, 2011 
www.aaa.org 

http://www.gaspumpheaven.com/shop/home.php?cat=284


59% of U.S. adults planning at  
least one leisure trip between   

February and July 
7 million more travelers! 



Opportunities exist to entice over 40 million “not 

sure” to take a leisure trip 

Not Sure 

17% 

40 Million 

No Plans to Travel 

24% 

56 Million 

 

Source:  U.S. Travel Association/Ypartnership, travelhorizonsTM, February 2011 



Outlook for next 6 months 

 Source: U.S. Travel Association 

 Travel still viewed as a “right” 

 Still staying close to home, but ready to drive 

longer distances (watch gas prices) 

 Higher gas prices may impact HH budgets 

 Frugality  and value continue to reign   

 Average number of expected leisure trips up 

 Leisure travel intentions up slightly 

http://www.wyomingtourism.org/overview/Fishing/1517


International Visitors… 

Welcome back! 

•  Spend more per trip ($1,800 per visitor) 

•  Stay longer (18 nights in U.S.) 

•  $21.1 billion trade surplus 

•  Stay in hotels (78%) 

•  They seek out national parks 



Already surpassed 2009 totals in 

November! 
(International arrivals to U.S. through November 2010) 

Source: Office of Travel and Tourism Industries  



But Challenges Continue! 



Experiential – Sightseeing to Site-doing & 
Give Back 

Demand for authenticity– Experiencing the 
real thing 

Going green – Take care of the environment, 
personal responsibility and choice 

Search for fulfillment – Transformative 
experiences with deeper meaning 

Responsible Tourism  

The Way Ahead! 

Source: “The Market for Responsible Tourism Products”, SNV April 2010 

 

 

Focus on Responsible Tourism…  

The Way Ahead! 

 



 
Do Tourists Really Care? 

 

44% of U.S. travelers consider environmental 
impact  when planning travel (Phocus Wright 2009, 

“Going Green”) 

78% of U.K. travelers say they will choose holidays 
designed to be “responsible” (Concerned 

Consumer Index, Populus Jan 2008) 

92% of young professions are inclined to work for a 
company that is environmentally responsible (WSJ 

2007) 

58.5 million Americans will pay more for a travel 
company that strives to preserve the environment 

(TIA National Geo) 



Responsible Tourism Pays! 

87% 

Important that holiday 

does not damage the 

environment 

76% 

Important that 

holiday benefit the 

residents of the 

destination 

34% 

Would pay more for an 

environmentally-

friendly holiday 

87% 

Interested in locally-

produced food, local 

culture & guides 

Association of British Travel Agents (2002) 

TripAdvisor (2008) Responsibletravel.org (2004) 



But  How Can Our  Indust ry  be More 

Respons ib le?  

➩How can we counter  “green washing” in which 

businesses attempt to capitalize on rising consumer 

demand for sustainable and environmentally friendly 

goods and services? 

17 



UN Foundation catalyzed the Formation of 

the Global Sustainable Tourism Council  



Global Sustainable Tourism Criteria 

To develop these criteria, the Global Tourism Council consulted 
with sustainability experts and the tourism industry and reviewed 
more than 60 existing certification and voluntary sets of criteria 
already being implemented around the globe. In all, more than 
4,500 criteria have been analyzed and the resulting Criteria 
received comments from over 1000 stakeholders around the 
world.  



Benefits & Value Proposition 

 Decrease Costs 

 Minimize use of energy, water, waste disposal 

 Streamline operations (kitchen, transportation) 

 Minimize employee turnover 

 Increase Revenue 

 Attract new market segments 

 Encourage increased length of stay 

 Increase quality and customer satisfaction… enhance visitor 
experience and positive image of the destination 

 Improved media image and word of mouth advertising 

 Move up-market in the long-term 



Market Access Program 

 The TSC is currently developing with Expedia, Travelocity, 
and other travel distribution networks to support greater 
market access for sustainable tourism businesses.  
Studies have shown that consumers are willing to make 
more sustainable choices in their travel decisions, but the 
majority of mainstream travelers often do not know 
where to get reliable information. 

 An icon will be used to illustrate a tourism businesses 
compliance with each pillar of sustainable tourism in the 
GSTC: sustainable tourism management, environmental, 
socio-cultural, economic. 

 

 



 

Certification & Carbon Management   

Sustainable Travel International 

 

Develop a carbon 
neutral strategy  

Design offset projects 

Assess carbon footprint 
and greenhouse gas  

emissions 



Toward More Responsible Travel 

Ethical Travelers 

• Growing market 

• Authenticity 
demanded 

• Positive social 
impacts 

• Protect cultural & 
natural heritage 

• Indigenous people 
concerns 

Philanthropy 

• Tourism Cares 
Foundation 

• CREST 

• Sustainable Travel 
International 

SAVE Travel 

• Scientific 

• Academic 

• Voluntourism 

• Education 



Travelers’ philanthropy 

 Travelers’ philanthropy is 

tourism businesses and 

travelers making concrete 

contributions of time, 

talent, and treasure to local 

projects beyond what is 

generated through the 

normal tourism business. 

 Martha Honey, CREST 

http://www.responsibletravel.org/res

ources/index.html 

 

http://www.responsibletravel.org/resources/index.html
http://www.responsibletravel.org/resources/index.html


Tourism Industry Give Back 



Scientific, Academic, Volunteer & 

Educational Travel (SAVE) 

SAVE  
Travel Alliance 

Destination  
Projects 

SAVE matches travel opportunities 

to SAVE orgs or individuals 

through:  

• the website 

• promotional materials 

•sales calls 

• familiarization trips  

•global networks  

At the destination, SAVE helps create 

opportunities by: 

• conducting initial site 

assessment 

• selecting project 

• packaging project 

• setting up local office 

• training local coordinator 

.  

SAVE  
Markets 

Sending-Receiving Organizational Partnerships 

http://www.letsgohonduras.com/
http://www.letsgohonduras.com/


Thank You 

 

“Never doubt that a small group of thoughtful,  
committed citizens can change the world.  
Indeed, it is the only thing that ever has.” 

 Margaret Mead 

 


